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Abstract 
Halal certification is very important to the restaurant industry in Malaysia but the actual implementation of its 
standards is crucial for the comprehension of those who are unfamiliar with Islamic dietary rules. This paper 
determines whether there is a difference between Muslim and non Muslim restaurant manager towards halal
certification. A total of 2080 questionnaires were administered nationwide using mail survey and received 643 
returned and completed responses. Factor and cluster analyses were employed in this study to further examine the 
data. In factor analysis, seven factor groups were produced whereas the cluster analysis had revealed that the 
respondents were divided into three distinct groups within the sample. The first group was “Certification Advocates” 
that consists of Muslim respondents. The second group was known as “Certification Ambivalents” that comprises of
Chinese participants who were mostly Buddhists and the third group was labelled as “Compliance Cost Focused”. 
Overall restaurant managers in Malaysia believed that having a halal certificate is an advantage as the market for 
halal food is rising and consumers are demanding for halal certified food products including those available at eating 
outlets. 
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1. Introduction 
Halal or permitted food that is according to Islamic dietary laws is based on the guidelines from the 
Al-Quran (Muslim Holy Book) and hadiths (books that recorded the sayings and practices of the Prophet 
Muhammad , peace be upon Him). Halal certification of a restaurant represents the status of the food 
being offered at an eating premise is in accordance with the Muslims dietary rules. Furthermore, the halal 
certification means not only are the food served halal but the entire process would be halal as well. 
Therefore, halal certification is an important aspect in the Malaysian food service industry. Mohd Yusoff 
(2004) claimed that halal certification provides some benefits. One of them is confidence as people can 
make an informed choice of their purchase as well as it can affect the mentality of potential customers 
(Mohamed Nasir & Pereira, 2008). This is supported by Shafie and Othman (2006) that emphasized on 
the importance of having a producer’s guarantee of claim. Here, they reasoned that having peace of mind 
initially came from trust in order to attract specifically the Muslim customers to come and dine at 
restaurants. 
 
The opposite of halal is haram and it is essential for the industry players in the restaurant sector to 
avoid offering prohibited food and drinks like pork and alcohol to be served in their eating premise. In 
order to follow the demands of being halal the entire food supply chain must follow the halal standard 
including the slaughtering of animals, storage, display and preparation. Thus, the standard makes 
compulsory the requirement to physically separate halal from haram food and products. 
 
There is a dearth of academic writing on halal foods in English with the possible exception of some 
specific works on halal meat and slaughtering (for example, Regenstein et al., 2003a; Riaz & Chaudry, 
2004). It is therefore hoped that this paper will not only make a contribution to the specific focus on the 
expectations that restaurant managers have of halal certification for restaurants but also some of the wider 
issues surrounding halal food with respect to awareness, integrity and significance. 
2. Malaysian Halal Certification 
The certification of halal food has been formally conducted throughout Malaysia since 1982. In 
addition to religious reasons much of the support for the process has arisen due to the enormous economic 
potential of worldwide demand for halal food and the government’s interest in developing the country as 
a global halal hub. The National SME Development Council (2006) reported that the Codex Alimentarius 
Commission, which is responsible under the United Nations for international regulation of food 
preparation, has cited Malaysia as a good example in terms of the halal food certification process.  
With that, the Malaysian model has therefore come to be regarded as a potential role model for the 
development of halal food quality assurance processes internationally (JAKIM, 2010). Establishments of 
the halal standard is related to Shariah requirements where halal food certification refers to the 
examination of food processes, from the preparation, slaughtering, ingredients used, cleaning, handling 
and processing, right down to transportation and distribution (Mohd Yusoff, 2004).  
Malaysia has developed its industrial relations with regards to halal food through such agencies like 
JAKIM, Department of Standards Malaysia, Institute of Islamic Understanding Malaysia and Malaysian 
Institute of Industrial Research and Standard (SIRIM). As a result, a comprehensive Halal Food Standard 
called MS1500:2004 has been developed (Abdul Talib et al., 2008). The Malaysian Standard MS 1500 
General Guidelines on the Production, Preparation, Handling and Storage of Halal Food prescribes the 
practical guidelines for the food industry on the preparation and handling of halal food and serve as a 
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basic requirement for food product and food trade or business in Malaysia (Mohd Daud, 2004). It can also 
be used together with MS1480:1999 Food Safety According to Hazard Analysis and Critical Control 
Point (HACCP) and MS1514:2001 General Principles of Food Hygiene that set out the necessary hygiene 
conditions for producing safe food from primary production to the final consumer, which is suitable for 
consumption (Abdul Talib et al., 2008).  
The Malaysian Standard MS 1500 General Guidelines on the Production, Preparation, Handling and 
Storage of Halal Food prescribes the practical guidelines for the food industry on halal conformance. In 
addition the Hazard Analysis Critical Control Point (HACCP) and the halal system will work together to 
ensure that the product is safe and can be consumed by anyone including non-Muslims. In Malaysia these 
various standards set the regulatory context for restaurants which must ensure that in order to be halal 
compliant they must be able to account for all aspects of the food process from farm to plate: the 
segments from sourcing the raw material, handling, processing equipment, processing aids, storing, 
transporting, preparing and delivering to the patrons. 
Apart from having halal certification to suit the religious dietary restriction of the Muslims, restaurant 
managers felt that the status also provides commercial value (Mohamed Nasir & Pereira, 2008).  A point 
raised by Al-Harran and Low (2008) with respect to halal marketing is that, it is very much like 
marketing for any other products and the 4Ps of the marketing mix should be applicable. However, it is 
also an integrating process where the Muslim and non-Muslim patrons can dine together in a multicultural 
country like Malaysia. In addition, halal restaurant operators must understand the halal concept clearly as 
Muslims in the country have become more religious or halal food concerns have increased in terms of 
their consumption habits (Al-Nahdi et al., 2009). Additionally, Islamic or halal tourism has become a new 
trend in the tourism industry and also a powerful force especially within the Middle East with outstanding 
prospects. In another aspect, as the demand for halal food is increasing, it is found that researchers are 
unaware of this significant market due to limited surveys and literature with respect to halal certification 
(Wan Hassan & Hall, 2003). 
3. Methodology 
This survey adopted mail survey to distribute 2080 questionnaires to halal certified, halal claimant 
and non halal restaurant managers in Malaysia. A systematic sampling approach was chosen after gaining 
the list of restaurants from the Companies Commission of Malaysia. The questionnaire comprised of five 
different sections and 75 items for the respondents to answer. As previous literature on restaurant 
manager and halal restaurants is extremely uncommon, thus the questionnaire for this study was self 
developed. A five-point Likert scale was employed and respondents were required to give a rating 
between 1 = Strongly disagree and 5 = Strongly agree. The questionnaire was written in English in order 
to ensure better understanding among respondents and to avoid misinterpretation of terms and meanings 
if translated in Bahasa Melayu (Malay Language). The response for this study was 643 and indicated a 
31% response rate. 
 
Data were then entered using Statistical Package for the Social Sciences (SPSS) version 18.0 in order 
to conduct factor and cluster analyses. Factor analysis is about variables (Mulaik, 2010) and it is used to 
gather information about the interrelationships among a set of variables (Pallant, 2007). Then, reliability 
testing is conducted before cluster analysis took place. The cluster analysis was then performed to 
identify either the respondents have similar expectations or not. 
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4. Results  
4.1. Demographic Analysis 
A total of 643 restaurant managers have participated in the mail survey and most of them belong to 
the age group of 21-30 years old. The number of male respondents was higher than the female 
respondents with 397 to 246 respectively. As indicated in Table 1, the majority of participants were 
Muslim (61.59%), followed by Buddhist (24.73%), Christian (5.75%), Hindu (4.04%) and from other 
religions (3.89%). It showed that the number of Malay restaurant managers who responded to the mail 
survey has the highest percentage with 55.83% and the least from other religions with 9.02%. Most of the 
respondents involved in this study possessed the academic qualification level of secondary school 
(23.95%), Diploma (33.44%) and Bachelor’s Degree (19.60%). The rest of the respondents held Masters 
Degree and others at 2.64% and 7.93% respectively.  
Table 1. Summary of Personal Demographics 
Personal Demographic Variables Categories Frequency % 
Age Below 21 
21-30 
31-40 
41-50 
51-60 
61 and above 
32 
339 
187 
61 
20 
4 
4.98 
52.72 
29.08 
9.49 
3.11 
0.62 
 Total 643 100% 
Gender Male 
Female 
397 
246 
61.74 
38.26 
 Total 643 100% 
Religion Buddhist 
Christian 
Hindu 
Muslim 
Other 
159 
37 
26 
396 
25 
24.73 
5.75 
4.04 
61.59 
3.89 
 Total 643 100% 
Race Chinese 
Indian 
Malay 
Other 
189 
37 
359 
58 
29.39 
5.75 
55.83 
9.02 
 Total 643 100% 
Educational Background Doctor of Philosophy 
Masters Degree 
Bachelor Degree 
Diploma 
Certificate 
Secondary School 
Other 
0 
17 
126 
215 
80 
154 
51 
 
0 
2.64 
19.60 
33.44 
12.44 
23.95 
7.93 
 Total 643 100% 
4.2. Factor Analysis 
Hutcheson and Sofroniou (1999) highlighted that the identification of factors is important. They 
reasoned that, it could provide useful theoretical insights into underlying relationships and patterns in the 
data. Thus, it took a large set of variables and looked for a way the data may be reduced or summarized 
using a smaller set of factors or components (Pallant, 2007). In another aspect, the primary purpose of 
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factor analysis is to define the underlying structure in a data matrix (Hair et al., 2006). According to 
Pallant (2007) as well as Grimm and Yarnold (2005), a larger sample size is better and more reliable. As 
this study has a sample size of 643, the use of this technique is appropriate. 
 
This section explains the result of factor analysis in understanding the expectations of restaurant 
managers toward halal certification in Malaysia. This study is very significant as there are no other 
studies that concentrated particularly on restaurant managers in relation to halal certification. The Kaiser-
Meyer-Olkin (KMO) measure of sampling adequacy is 0.92, exceeding the recommended value of 0.50 
by Kaiser (1974) where this explains that the result falls under great value. In addition, the Bartlett’s Test 
of Sphericity reached statistical significance of 0.00 which indicate the χ2 = 14610.29. Measure of 
sampling adequacy for individual variables from the Anti-Image Correlation Matrix ranges from 0.63 to 
0.95. The responses to the survey form were subject to a Principal Components Analysis with a Varimax 
rotation and the results of the analysis appear in Appendix A.  
 
Using Kaiser’s criterion of retaining factors with eigenvalues greater than one, seven interpretable 
factors were obtained from the analysis. This was then compared to the scree plot, a graph of each 
eigenvalue (Y-axis) against the factor related with (X-axis) as proposed by Catell (1966). By looking at 
the point of inflection of the scree plot, it can be gathered that the data has seven underlying factors. Thus, 
the analysis produced seven factors where the total variance explained was 77% with all eigenvalues 
being over one. The title given to each factor is named and described as in Appendix A. With cut off 
value of 0.65 for inclusion of a variable in interpretation of a factor, 14 of 37 variables did not load on any 
factor. 
 
These 14 items are identified to have values below 0.3. Low communality values of less than 0.3 
indicate that the variables do not fit well with the variables in its component and should be removed from 
the scale. As a rule of thumb, only variables with loadings of 0.32 and above are interpreted (Tabachnick 
& Fidell, 2007). Therefore, the greater the loading, the more the variable is a pure measure of the factor. 
This criterion for the significance of factor loadings is agreed by Hair et al., (1995) that considered the 
loadings of 0.30 as significant only for sample sizes of 350 or greater. Considering both suggestions, 
factor loadings of 0.65 is selected as this study has a large sample size of 643. Furthermore, the choice of 
cut off value for size of loading to be interpreted is upon the researcher to decide (Tabachnick & Fidell, 
2007).  
 
By using factor analysis, it is believed that the integration of the responses allows the author to 
answer questions of substantial importance. Furthermore, due to the complexity of areas that covers data 
from a large number of perspectives (expectations of your own restaurant, expectations toward halal 
certification in general and expectations toward halal certification in Malaysia), factor analysis is seen to 
be a tool for cross validation and acts a link between further discussion on cross tabulation in order to 
gain a more complete understanding. 
 
x Factor 1 consisted of “Market Signals” that indicates halal certification attributes such as healthy 
food, taste genuity, food quality, authenticity, safety and hygiene. Since the highest variance 
explained is 33.39%, it proved that respondents expected that halal certification represents important 
factors on market signals.  
x Factor 2 showed the “Islamic Attributes”. This dimension had four components that integrate the 
Muslims with halal food such as halal certification increases confidence among Muslim customers, 
signifies conformance to halal standards, increases demand from Muslim customers and signifies all 
food sources are halal certified. The variance explained is 13.40% and thus represents essential 
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factors expected by the respondents toward halal certification at restaurants relating to Islamic 
attributes. 
x Factor 3 highlighted on “Marketing Benefits” and in this grouping, halal certification acts as a 
marketing strategy tool, attracts the tourism market, a trademark establishment and gives a 
competitive advantage over non-certified restaurants. These items in this factor explained 9.31% of 
the variance. 
x Factor 4 is “Cost of Certification” that is related to tangible and intangible costs such as applicants 
will have to pay a great amount of money, the involvement of lengthy time and existence of 
bureaucracy in getting the approval. As indicated in Appendix A this dimension explained 6.58% of 
the variance. 
x Factor 5 is on “Cost of Compliance” where two components related to issues on halal certification 
such as the halal standard is difficult to follow as well as to maintain it. The variance explained was 
5.35%. 
x Factor 6 indicated “Non-Islamic Attributes” that highlighted on halal certification increases demand 
and confidence from non-Muslim customers that gives a variance explained of 4.84%. 
x Factor 7 is related to “Local Awareness” where the dimension consisted of familiarity of the local 
people towards halal certification and gaining acceptance from them. It shows a variance explained 
of 4.39%. 
4.3. Reliability Analysis 
As mentioned earlier, an eigenvalue of more than 1.0 was used as a determinant criterion for each 
factor in the factor analysis. In addition, internal consistency analysis (Cronbach α) was applied to 
confirm the reliability of each research factor where validity and reliability tests are essential for testing 
the goodness of measure. According to Sekaran (2000), the closer the Cronbach’s alpha value is to one, 
the higher the internal consistent reliability. Thus, the results in Appendix A showed that most of the 
factor loading exceeded 0.6 (Nunnally, 1978) as the significant level of convergent validity. The 
Cronbach’s α values for all dimensions range from 0.84 to 0.92 which exceeds the minimum α of 0.6 
(Hair et al., 2006), thus the constructs measure are deemed reliable. In another context, the mean scores in 
Table 2 explained the importance level of each factor. Again, market signals showed the highest mean 
score of 4.57 and the lowest score was cost of compliance with 2.71.  
Table 2. Means, Standard Deviations and Reliabilities of Measures Used 
 
Factor Mean SD Cronbach’s D 
Market Signals 4.57 .51 .92 
Islamic Attributes 4.38 .67 .87 
Marketing Benefits 3.89 .84 .84 
Cost of Certification 3.31 .90 .86 
Cost of Compliance 2.71 .94 .92 
Non-Islamic Attributes 3.58 .96 .86 
Local Awareness 4.07 .78 .84 
 
Source: Syed Marzuki (2012) 
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4.4 Cluster Analysis 
 
As this study is essentially exploratory, cluster analysis was further employed to determine if respondents 
hold common attitudes and expectations about halal certification. Thus, this cluster analysis was used to 
uncover any similarities that might be used to help identify distinct groups within the sample using the 
seven factors identified in the previous section. Cluster analysis is a technique that almost constantly 
produces groupings that are significantly different from each other (Ryan and Huyton, 2000).   Seven 
dimensions from factor analysis have been used to perform the clustering technique using SPSS version 
18.0 to provide better definition of the clusters. Previously, in order to see each dimension’s internal 
consistency, the coefficient alpha of reliability was computed. The data from expectations toward halal 
certification in general and expectations toward halal certification in Malaysia were used to segment the 
respondents for a better understanding of their expectations.  
 
The seven dimensions identified by the factor analysis provided the data for cluster analysis instead of the 
original ratings on variables. According to Mueller and Kaufmann (2001), cluster analysis is commonly 
used in for the classification of objects. Furthermore, this analysis covers a great variety of methods and 
algorithms for identifying groups of much related objects. On the basis of similarity, the cluster should be 
as internally and externally homogeneous in order to distinguish from other clusters. Restaurant managers 
who are the respondents in this survey were segmented in order to group homogeneous expectations 
toward halal certification. Given the sample size of 643, a non hierarchical clustering approach (K-
means) in which the respondents are moved between clusters in order to minimize the variability within 
clusters and maximize the variability between clusters was adopted. Identification of clusters in this study 
is based on the guidelines by Aldenderfer and Blashfield (1985) for further investigation.  
A visual inspection was performed of the horizontal icicle dendogram and the sudden jumps in the 
algorithm schedule. The results suggested that three solutions might be suitable for further analysis 
because it provided the greatest difference between clusters and it yielded the most interpretable results. It 
was anticipated that significant differences would occur in each segment. Table 3 presents the three 
different groups and indicates the first group “Certification Advocates” had the highest market signal, 
Islamic attribute, marketing benefits, non-Islamic attribute and local awareness ratings. The number of 
respondents in this group was 190 (29.55% of the sample) who perceived that halal certification 
contained a number of benefits. 
In contrast, the second group “Certification Ambivalents” had the lowest market signal, Islamic 
attribute, marketing benefit, non-Islamic attribute and local awareness ratings. This group represented 251 
respondents (39.03% of the sample). Next, the third group “Compliance Cost Focussed” perceived that 
halal certification as being meaningful to the restaurants but also perceived the certification process as 
being costly in terms of financials and time. There were 202 respondents in this group (31.42% of the 
sample). This study also found that there were no differences in terms of respondent age, gender or 
educational background. It clearly stated that in terms of religion, Muslim respondents were more likely 
to be “Certification Advocates” while Buddhist respondents were more likely to be “Certification 
Ambivalents” (χ2 = 24.922, p = .002). Looking at race, Malay respondents were more likely to be 
“Certification Advocates” while Chinese respondents were more likely to be “Certification Ambivalents” 
(χ2 = 19.272, p = .004). 
Further comparisons were made between the groups in terms of the restaurant each respondent was 
referring to, when answering the questionnaire. There were no differences found in terms of either seating 
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capacity, total number of employees, the number of years they had been working in their current position 
at the restaurant or the number of years they had been working in the food service industry. An interesting 
finding showed that “Certification Ambivalents” were more likely to work in non-halal restaurants while 
“Certification Advocates” were more likely to be working in halal certified restaurants (χ2 = 29.445, p = 
.000). 
5. Discussion  
The findings showed that respondents had high expectations toward halal certification where seven 
important factors emerged from factor analysis such as market signals, Islamic attributes, marketing 
benefits, cost of certification, cost of compliance, non Islamic attributes and local awareness. The highest 
variance explained was market signals that highlighted halal certification connotations. For example, it 
signifies healthy food, taste, food quality, authenticity, safety and hygiene.  By looking at the 
wholesomeness concept of halal food, it entails every aspect according to the Shariah principle. As such, 
maintaining the standards is required to obtain good food in terms of hygiene, sanitation and safety.  
Islamic attributes that appeared as the second factor is regarded as increasing the confidence and 
demand of Muslim customers, conforming to halal standards, and signifying all food sources are halal 
certified. The satisfaction based on trust increases the confidence level among the Muslim customers 
when deciding to visit an eating premise. It is gathered from the findings that this element of trust covers 
all aspects in the food supply chain as well as the dining experience. The importance of trust in this study 
of restaurant managers is similar to other studies on halal food, products and restaurants (Al-Nahdi et al., 
2009; Dahalan, 2008; Wan Omar et al., 2008). 
It can be suggested from this study that halal certification has a quality label or trademark 
establishment. Most of the restaurant managers agreed that with the trademark, halal certification acts as 
mode of communication specifically to the Muslim customers that the food complies with their religious 
dietary rules. In essence, this gives a competitive advantage over non certified halal restaurants. This is 
one of the marketing benefits that a restaurant manager can seek from halal certification as the results in 
Appendix A indicate that the majority of the respondents agreed that halal certification can be adopted as 
a marketing strategy tool. Previous researches proved that the acceptance towards halal foods is 
increasing not only among the Muslims but also among the non Muslims (Abdul Latif, 2006; 
Muhammad, 2007; Nik Muhammad et al., 2009).  Looking at this phenomenon, the potential in this 
market is remarkable. 
Factors on cost of certification and cost of compliance are more related to financial and non financial 
costs such as the fees, duration taken for Department of Islamic Development Malaysia/ Jabatan 
Kemajuan Islam Malaysia (JAKIM) to approve and award halal certification, following the halal 
standard and maintaining to the standard. The next factor on non Islamic attributes revealed that halal 
certification in a sense can increase the demand and confidence level of the non Muslim customers with a 
variance of .86 and .82 respectively. Muhammad (2007) and Abdul Latif (2006) reiterated that halal food 
is for all races and religions. The last factor on local awareness highlighted that halal certification is 
familiar and gaining acceptance from the local people. It is gathered that Muslim customers were seeking 
for halal food as proven from the study conducted by Al-Nahdi et al. (2009) as it would increase their 
intention to patronage halal restaurants. 
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The findings from the cluster analysis highlighted the different expectations of Muslim and non-
Muslim restaurant managers. In essence, there was a clear difference between the Muslim and non-
Muslim respondents towards halal certification in the survey. The result of the cluster analysis proved 
that the respondents were divided into three distinct groups. Cluster 1 is named “Certification Advocates” 
who were the Malays and Muslim restaurant managers. The members of cluster 1 had the highest market 
signal, Islamic attributes, marketing benefits, non-Islamic attributes and local awareness ratings. The 
members felt that halal certification had a lot of benefits where it is essential to follow the halal standard 
procedure and were confined with their daily routines in delivering halal values to the customers. This 
group appeared to be more likely working in halal certified restaurants. They expected that halal 
certification in restaurants was more towards gaining positive impact on customer satisfaction. They 
believed that maintaining the halal standards was the most important factor in running their business.  
In comparison, cluster 2 is known as “Certification Ambivalents” comprising of Chinese respondents 
who were Buddhists had the lowest market signal, Islamic attributes, marketing benefits, non-Islamic 
attributes and local awareness ratings. In fact, they were the opposite in perceiving halal certification 
benefits compared to “Certification Advocates”. These groups of respondents were more likely to be 
working in non-halal restaurants. However, findings from the interviews indicated that non-Muslim 
participants suggested that Islamic norms and values must be practised while operating halal certified 
restaurants. This is to preserve the Muslim customers’ dietary restriction in particular and gain mutual 
understanding from the society in general. The managers had viewed halal certification in a broader yet 
practical perspective and with the combination of the religious aspects they noted that halal status 
encompassed several important factors for the benefits of their restaurants.  
The non-Muslim respondents of halal certified and halal claimant restaurants also respected the 
dietary restrictions of the Muslims and worked closely to fulfill and maintain the halal standards. This is 
supported by the findings from the interviews where the participants emphasized the importance of 
knowledge relating to Muslim dietary prohibition and religious practices. An interesting aspect is that 
there are some non-Muslim restaurant managers who have much interest and are well versed in Islamic 
dietary laws. Their sensitivity towards halal food and eating environment may be one of the results of 
living with multiple races for centuries. The last group in the cluster was “Compliance Cost Focussed”, 
who perceived that halal certification brings benefits but at the same time felt that the certification 
process demands financial and non-financial costs.  
The application process and conformance to the halal standard was also a significant issue for 
restaurant managers. Both the survey and the interviews raised similar results on the strict processes prior 
to be certified and halal compliant after certification. Again, it can be argued that the procedures are rigid 
due to the fact that it is a law from the Quran. It is clearly stated in the Holy Book that the Islamic dietary 
laws permits and prohibits certain foods for Muslim consumption. Thus, there is no compromise on that 
matter. In addition, the issues on non-government recognized halal certifiers have become a serious 
problem and affect the integrity of related enforcement. In order to reduce and eliminate the problem, and 
help satisfy the concerns of some halal certified restaurants as to the value of the official certification 
process, aggressive enforcement needs to be executed. The regulatory bodies must consistently monitor 
these eating establishments to conform to halal standards at all times. Furthermore, the Halal Act that 
will commence in 2011 (Idris, 2010) is seen as a positive move in facing the challenges towards the halal 
food service industry. 
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Table 3. Final Cluster Centres (Mean Factor Scores for Each Cluster) 
 
Factor 
Certification Advocates Certification Ambivalents Compliance Cost Focussed 
Market Signals 4.80 4.34 4.63 
Islamic Attributes 4.76 3.97 4.52 
Marketing Benefits 4.46 3.22 4.20 
Cost of Certification 3.00 3.09 3.88 
Cost of Compliance 1.73 2.65 3.72 
Non-Islamic Attributes 4.06 2.86 4.04 
Local Awareness 4.54 3.52 4.31 
Total Number 190 251 202 
Percentage 29.55% 39.03% 31.42% 
 
Source: Syed Marzuki (2012) 
6. Conclusion 
Halal certification does have an impact in Malaysia, as it is one of the pioneers in introducing halal 
standards and recognition as well as becoming a global halal hub. In order to achieve this, the country 
must first have a dedicated blueprint to offer clear objective and guideline in the industry (Nik 
Muhammad et al., 2009). The result from the factor analysis indicated that halal certification comprised 
of several factors such as market signals, Islamic attributes, marketing benefits, cost of certification, cost 
of compliance, non Islamic attributes and local awareness. All of the factors have moderate to high 
variance.  
 
Within this context, the cluster analysis has distinguished the respondents into three different groups. The 
most significant groups are the Certification Advocates that comprise of the Malays or Muslim 
respondents and the Certification Ambivalents that include the majority of the Buddhist and other 
religions, thus denotes the non Muslim respondents. Currently, Malaysia’s strength is upon its 
certification and this study proved that the Muslim and non Muslim restaurant managers had some 
differences in relation to their expectations toward halal certification.  
 
The result of this study has proven that halal certification has significant factors that relate to commercial 
drivers for the hospitality industry. In another perspective, respondents also have spiritual aspects like 
Islamic attributes that emphasize on increase demand and confidence level of the Muslim customers. As 
mentioned in the literature, trust does play an important role in patronizing a restaurant and for return visit 
(Mohamed Nasir & Pereira, 2008; Al-Nahdi et al., 2009). In realizing the government’s aspiration to 
become a halal hub, restaurant managers who operate certified halal and halal claimant restaurants must 
be fully aware that the whole process in the premise must follow the judgments of halal and haram apart 
from the marketing and commercial perspectives.  
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Appendix A: Factor Loadings for Scale Items  
 
 Factor 
I think that Halal Certification in restaurants… 
Market 
Signals         
Islamic 
Attributes 
Marketing 
Benefits 
Cost of 
Certification 
Cost of 
Compliance 
Non-Islamic 
Attributes 
Local 
Awareness 
…signifies healthy food .87       
…signifies taste genuity .86       
…signifies food quality .85       
…signifies authenticity .75       
…signifies safety .74       
…signifies being hygienic .73       
…increases confidence among Muslim customers  .80      
…signifies conformance to Halal standards  .79      
…increases demand from Muslim customers  .77      
…signifies all food sources are Halal certified  .77      
…acts as a marketing strategy tool    .84     
…attracts the tourism market   .76     
…is a trademark establishment   .73     
…gives a competitive advantage over non-certified 
restaurants 
  .69     
…costs a lot in getting approval    .88    
…takes too much time in getting approval    .86    
…creates some bureaucracy in getting approval    .85    
…is a standard that is difficult to follow     .93   
…is a standard that is difficult to maintain     .92   
…increases demand from non-Muslim customers      .86  
…increases confidence among non-Muslim customers       .82  
…is familiar to local people       .84 
…is gaining acceptance from local people       .84 
Variance explained (percentage) 33.39 13.40 9.31 6.58 5.35 4.84 4.39 
 
